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E-mail : nurmarahmah1997@gmail.com 
 
ABSTRAK 
Penelitian ini bertujuan untuk mengetahui dan menganalisi pengaruh brand image 
dan trust terhadap minat beli pada online hotel booking di Sofyan Hotel Cut Meutia 
Syari’ah. Jenis penelitian ini adalah asosiatif kuantitatif. Sampel pada penelitian ini 
adalah 100 responden. Teknik pengambilan sampel menggunakan teknik  non 
probability sampling dengan jenis purpossive sampling. Alat analisis yang 
digunakan adalah analisis regresi linier berganda, sedangkan pengujian hipotesis 
menggunakan uji t. Berdasarkan hasil penelitian dapat disimpulkan bahwa, (1) 
Brand image berpengaruh signifikan positif terhadap minat beli pada online hotel  
booking, (2) Trust  berpengaruh signifikan positif terhadap minat beli pada online 
hotel  booking. 
 
Kata Kunci : Brand image, trust, minat beli, dan online hotel booking. 
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Abstract 
This research aims to determine and analyse the effect of brand image and trust on 
purchase intention in online hotel booking at Sofyan Hotel Cut Meutia Syari’ah. 
The type of research is assosiative quantitative. The sample in this study were 100 
respondents. The sampling technique uses non-probability sampling technique with 
a type of purposive sampling. The analytical tool used is multiple linear regression 
analysis, while hypothesis testing uses the t-test. Based on the results of the study it 
can be concluded that, (1) Brand image has a possitive significant effect on 
purchase intention in online hotel booking, (2) Trust has a possistive significant 
effect on purchase intention on online hotel booking. 
 
Keywords : Brand image, trust, purchase intention, and online hotel booking. 
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